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[bookmark: _Toc367307460][bookmark: _Toc378857504]Executive Summary

<Overview of plan including objective>. Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here
<Summary of Marketplace Environment>.  Place text here.  Place text here.  Place text here. Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here.
<Target Market and positioning>.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here
<Primary Marketing Mix Factors used in the plan>.  Place text here.  Place text here.  Place text here. Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here.
<Timeline>.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here
<Evaluation>.  Place text here.  Place text here.  Place text here. Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here.
<Benefit to the company>.  Place text here.  Place text here.  Place text here. Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here. Place text here.  Place text here.  Place text here.  Place text here.


NOTE: Remove sub-headings above – it should flow from one paragraph to another. This section should be approximately 1 page n length.
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Continue to embed sections and page numbers here corresponding to your marketing plan




[bookmark: _Toc367307478][bookmark: _Toc378857530]Target Market & Positioning
[bookmark: _Toc367307484][bookmark: _Toc378857536]Selection of Target Market
[bookmark: _Toc367307485][bookmark: _Toc367307666]Identify the target market chosen for this plan and justify why?
(This is just show what you need to be included. BUT do not show whole session using BLACK POINTS. We need paragraph).
· Identify the targeting strategy adopted by your company. This will determine which market segments you will focus on (e.g., mass marketing, differentiated marketing, concentrated etc.);
From here, identify the selected target market.
· Provide the profile of your target market addressing such as the following:
Note: 1. You don’t have to choose all of them, just choose what do you think suitable appropriate for your assignment for the product or company of you choose in your LAST assignment.
2. When you choose some points you have to a short paragraph explaining why and what specific.
· Demographics (e.g., age, gender, social status, occupation, religion, ethnicity, income, social class);
· Psychographics (e.g., lifestyles, attitudes and beliefs, perceptions, personality, adopter categories such as innovators, early adopters, early majority, late majority, laggards).
· Consumption and use patterns (i.e., Behavioural): Buying motives, when, where and how they buy, usage rate, how often they buy, who makes the buying decision and who does the buying.
· Geographic (e.g., location, region, state, zip codes, countries, cities, urban, climate, market size etc.)
· Marketing and brand dimensions (e.g., specific responses to marketing campaigns, familiarity to the brand, do they select a product based on brand/attributes, brand loyalty, customer satisfaction etc.)

[bookmark: _Toc367307486][bookmark: _Toc378857538]Positioning Strategy
[bookmark: _Toc367307487][bookmark: _Toc367307668][bookmark: _Toc378857539] Positioning Strategy
Describe the company’s unique selling proposition and how you differentiate yourself from competitors.
(This is just show what you need to be included. BUT do not show whole session using BLACK POINTS. We need paragraph).
· Provide the company’s positioning strategy. 
· Provide slogan or positioning statement for the company.
Positioning strategies can be based on the following: (MUST BE follower all of them in this part)
· Product attributes;
· Product benefits;
· Meeting a need which is not being satisfied by competitors;
· Customer usage, occasions/patterns;
· Users;
· Direct comparisons to competitors;
· Avoiding competitors;
· Product classes.
Construct a strategic group map of competitors in your industry. 
· Ensure that you label the X and Y-axis. 
· Ensure that you state where your company/brand is currently positioned and where you would like to be positioned based on your marketing strategy.
[bookmark: _Toc367307489][bookmark: _Toc367307670][bookmark: _Toc378857541]Positioning Map

[image: ]New position

[bookmark: _Toc367307490]
[bookmark: _Toc378857542]Marketing Mix Strategies
[bookmark: _Toc367307491][bookmark: _Toc367307672][bookmark: _Toc378857543]State the major elements of your marketing mix (detailed below). Justify and explain how they interact to create synergy. 
Product/Service
(This is just show what you need to be included. BUT do not show whole session using BLACK POINTS. We need paragraph).
· Identify main product line and sub-product lines;
· Identify key product attributes (e.g., features, quality, wide or deep product assortment, packaging, warranty etc.) that will be or have been implemented in response to target market’s needs and according to marketing strategy.
· Provide product name, description, functionality, features and benefits;
· Compare your product offering to that of your main competitors;
· Identify (if appropriate) changes to production process;
· Provide a 2-D image of the new product/s with descriptors.

[bookmark: _Toc367307492][bookmark: _Toc367307673][bookmark: _Toc378857544]Defining the product attributes
	Current Product Attributes
	New Product Attributes
	Resulting Consumer Benefit

	
	
	

	Attribute 1
Attribute 2
Attribute 3
	Attribute 1
Attribute 2

	Benefit 1
Benefit 2
Benefit 3


	
	
	



[bookmark: _Toc367307494][bookmark: _Toc378857547]Price
Identify the cost of the product to the customer. 
· Detail the new pricing structure (i.e., wholesale price, mark-up, retail price)
· Describe how the selling price will be determined;
· Describe pricing strategy (e.g., market-skimming pricing, market penetration pricing, lowest price provider, geographic pricing, bundling of products etc.) and how it relates to the overall marketing strategy;
· Provide discount schedules;
· Provide instances of price adjustments (e.g., reaction to competitor pricing, geographical price zones, levies/regulation, taxes etc.)
Justify your strategy based upon the overall objective of the marketing plan> Please note there are other pricing strategies you may apply. 
Promotion
Overview: Your promotional strategy must reflect your positioning strategy. This means that the message you are sending to the market be relative to the positioning strategy. Develop a 3-6-word sentence that can be used to portray this strategy. For instance, Toyota use “oh what a feeling”. Also, the media chosen to communicate the message must be the same media that your target market consumes. As such the message must be the same across all the media used. Remember who you have chosen as your target market and how will this enable you to achieve your objectives.


1. Copy:
· Provide ad themes selected according to marketing strategy: the appeal and messages to be conveyed which support the marketing strategy (can be based on your unique selling proposition);
· Provide ad styles (i.e., emotional, fear, factual, imaginative, comparative);
· Stipulate the person/agency in charge of execution.

2. Media:
· Explain choice of media in combination with ad type (e.g., print, radio, TV, outdoors, online, social media, events, Public relations/publicity)
· Explain how each medium will be used in terms of timing, sequencing and synergy. Explain and include the below table (but do so for 12 months). You may commence in any month of the year.

	Media
	March
	April
	May
	June
	July
	Aug
	Sep
	Oct
	Nov

	Radio
B105
Nova
	
	
	
	
	
	
	
	
	

	TV
Channel 10
	
	
	
	
	
	
	
	
	

	Outdoors
Transit
Billboards
	
	
	
	
	
	
	
	
	

	Social media
	
	
	
	
	
	
	
	
	

	Online website
	
	
	
	
	
	
	
	
	




· Describe any loyalty programs offered (e.g., reward programs, appreciation programs, partnership programs, rebate programs, affinity programs).
[bookmark: _GoBack]Now choose which of the following you could use for your promotional campaign and apply. There is no set number – choose only what you wish to apply in your plan.
In here, you don’t have to include all of them, just choose what you purpose do in your business.
3. Customer and Service Support
· Identify key elements of customer service and support that relate to the marketing strategy;
· Customer service hours;
· Level and method of customer service/support provided (e.g., telephone, website, live chat, email etc.)
· Response time to customer inquiries;
· Other?

4. Personal Selling
· Identify elements of personal selling (face-to-face) strategy if applicable;
· Identify sales force needed (i.e., number of sales persons required, type of sales people required, type of sales presentation to use).

5. Sales Promotion
· Samples
· Coupons
· Premiums
· Contests
· Refunds. Rebates
· Bonus packs
· Frequency programs, 
· Event marketing
· Other?

6. Trade Promotion
· Describe elements of trade promotions with distributors and/or partners (e.g., contests, trade allowances, point-of-purchase displays, trade shows etc.)

7. Public relations/Publicity
· Press release;
· Sponsorships;
· Cause-related marketing;
· Other?
[bookmark: _Toc367307498][bookmark: _Toc378857551]Place
· Specify the role of distribution as it applies to the marketing strategy (e.g., exclusive distribution, penetrate the whole market, selective distribution);
· Identify geographical or sales territories to be covered;
· Specify the types of distribution channels (e.g., direct, indirect, number and type of intermediaries (retailer, wholesaler, distributors, agents);
· Specify whether middlemen are: promoting your product, adding a price mark-up, negotiating with customers or other middlemen, transporting and sorting goods, gathering market research information, providing market research/data information down and up the supply chain).

[bookmark: _Toc378857552]Example of distribution model


[bookmark: _Toc367307502][bookmark: _Toc378857553]Evaluation and Control

Identify measures you will use to evaluate your marketing plan and also place in the table provided. Justify. Remember these evaluation measures must be relative to the objectives of the marketing plan. Refer to which provides a guide to the various metrics available to you relative to the objectives chosen. You should use more than one marketing metric to evaluate your plan.
[bookmark: _Toc367307503][bookmark: _Toc367307684][bookmark: _Toc378857554]EVALUATION OF XX GOAL/OJECTIVE

	Metric
	Method of Measure
	Timing
	Responsibility

	
	
	
	

	Text
	



	
	

	
	
	
	

	Text
	



	
	

	
	
	
	


[bookmark: _Toc367307504][bookmark: _Toc378857557]Implementation & Schedule
[bookmark: _Toc367307505]Provide a 1-year description of when things are going to happen and who is going to do them. Justify. Make up your Gantt chart and place after the text.
[bookmark: _Toc378857558]Gantt Chart
(EXAMPLE ONLY)
[image: ]
[bookmark: _Toc367307506][bookmark: _Toc378857559]Conclusions and Recommendations
Provide an overall conclusion to the marketing plan (taking into account both the opportunity analysis and marketing mix) and provide justifications. These may be based upon the justifications already provided; also provide what major recommendations you feel need to be put in place to make the plan succeed. Please make sure that your conclusions and recommendations follow logically from the target market and the positioning strategy through to the marketing mix and evaluation and control and all these are based upon your overall objective. There must be continuity of thought throughout the marketing plan.
[bookmark: _Toc367307507][bookmark: _Toc378857560]

Reference List
[bookmark: _Toc359242940]Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
Place alphabetical reference here.  
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The attributes you choose to use on the left-hand side panel will be product/brand specific and will highly depend on
the decisions you have made throughout your marketing plan.

‘Once you have completed the Gantt chart, you need to have a follow-up paragraph/s explaining why decisions were made when they were.
For example, if you were doing a beer as a product, then you may have launched the product to coincide with Spring/Summer months given your

product is 2 beverage etc.

The campaign must go for a duration of 12 months HOWEVER you may commence the first month from any month in the year. For example,
you could start in August if this was more applicable to your product/brand/company.




